There are many evidences to believe that customers select their products based on brand name. Products also maintain their own characteristics, which make them differentiable from others. In this paper, we present an empirical study to determine important factors influencing customers' purchasing intend for cellular phones in capital city of Iran, Tehran. The proposed study of this paper designs a questionnaire consists of 16 questions and distribute them among 428 people. The results of the study show that there are some positive relationships between exclusive name and quality perception, between exclusive name and word of mouth advertisement, between quality perception and fidelity, between word of mouth advertisement and brand name and between brand name image and brand name.
Introduction
Brand is one of the most important intangible assets in today's enterprises and in many cases; an enterprise is mostly valued mainly based on its brand. During the past few two decades, there have been numerous efforts to measure the impact of brand on customer's purchasing intention. Yoo and Donthu (2001) presented a model for developing and validating a multidimensional consumer-based brand equity scale. Baldauf et al. (2009) explains that despite the fact that both product-country images (PCI) and firm assets such as brand equity have been studied in different contexts, There is only limited number of research works on the combined performance effects of these two components (Bendixen et al., 2004; Boo et al., 2009) . There are extensive studies dedicated on brand equity primarily from a consumer viewpoint, but there are not much work on retailer's point of view. Retailers are the actual participants in the value chain who sell their products to consumers and they are able to impact consumers' evaluations and buying decisions, substantially. Baldauf et al. (2009) investigated the effects of retailer-perceived brand equity and ultimate brand profitability performance and marketing activities on brand equity. They reported that both marketing activities and PCI influence retailer-perceived brand equity with PCI positively influencing brand profitability performance. Bandyopadhyay and Martell (2007) offered a specific method to measure attitudinal loyalty. They used a survey data with a large sample of 1800 respondents, which incorporated both purchase patterns and attitudes of the respondents for all major brands of toothpaste, to show that behavioral loyalty could be influenced by attitudinal loyalty across various brands of the toothpaste group. They also explained that a third behavioral is also included along with two known behavioral patterns viz. single and multiple users since a non-user has the potential to become a consumer in future. Burmann et al. (2009) developed a new integrated brand equity technique by exploring the sources of brand equity from both internal and external point of views at the behavioral and financial levels to reach a more comprehensive and sustainable brand equity measurement method. Netemeyer et al. (2004) presented four studies, which developed measures of ''core/primary'' facets of customer-based brand equity (CBBE). The methods are based on CBBE frameworks and the figures chosen were perceived quality (PQ), perceived value for the cost (PVC), uniqueness, and people's attraction to pay a price premium for a brand. Their results recommended that PQ, PVC, and brand uniqueness are potential direct antecedents of the price premium payment for a brand. Homburg et al. (2010) explain that in business-to-business (B2B) environments, many service providers concentrate their branding activities on the dissemination of their brand name and logo without working on brand identity. Therefore, the creation of brand awareness plays an important role in various B2B branding strategies. They investigated under which conditions brand awareness was associated with market performance in a B2B context. Their results from a cross-industry study of more than 300 B2B firms indicated that brand awareness influences market performance.
Joon-Wuk Kwun and Oh (2007) investigated on how consumers could make an assessment on lodging brand portfolios and demonstrated the important role of brand-specific associations and brand portfolio factors in forming brand behaviors toward extended brands. They recommended that brandspecific associations and brand portfolio influence consumers' evaluations of extended brands. Besides, brand fit and familiarity in their study were found to be important in consumers' behavior formation because they moderate behavior transferability between a brand portfolio and its extended brands. Kim et al. (2008) introduced five factors, which impact the creation of brand equity through successful implementation of CRM including trust, customer satisfaction, relationship commitment, brand loyalty, and brand awareness. An empirical test of the relationships among these factors recommended that many hospitals could be successful in creating image and positive brand equity if they could manage their customer relationships well. Kim and Hyun (2011) presented a model to investigate the impact of marketing-mix efforts and corporate image on brand equity in the IT software sector. Their results showed that all the marketing-mix efforts positively influence the overall value of brand equity, which is a proxy of market performance and corporate image mediates the effect of the marketing-mix efforts on the three dimensions of brand equity. Lee and Back (2008) investigated CHRIE conference attendee behaviors from the perspective of brand equity using structural equation analyses and the results stated that professional education, staff service, site selection, and social networking were positively associated with brand satisfaction, whereas brand awareness was negatively related with it. Their findings also recommended substantial implications for practitioners and academics. Pappu and Quester (2006) presented an empirical study on consumer-based method for retailer equity measurement. They addressed some of the limitations related to current retailer equity measurement such as a lack of clarity regarding its nature and dimensionality and conceptualized retailer equity as a four-dimensional construct comprising retailer awareness, retailer associations, perceived retailer quality, and retailer loyalty. Kohli et al. (2005) performed a study of evaluation of new brand names and demonstrated that meaningful brand names continue to be evaluated more favorably than nonmeaningful names.
The brand names also impact evaluations of quality and other product attributes. Sweeney and Swait (2008) studied the effects of brand credibility on customer loyalty by investigating the relative importance of additional role of the brand in managing the churn of current customers of relational services and indicated that brand credibility serves in a defensive role and it substantially enhances word-of-mouth and reduces switching behaviors among customers. Huang and Sarigöllü (2011) investigated on how brand awareness is associated with market outcome, brand equity, and the marketing mix.
The study of this paper attempts to study the relationship between brand name and other product characteristics such as quality perception. The organization of this paper first presents details of survey in section 2. Section 3 explains the findings of the survey and concluding remarks are given in the last to summarize the contribution of this paper.
Proposed study
The proposed study of this paper uses a questionnaire consists of 16 questions and distributes it among 428 people who are randomly chosen from the people who live in Tehran, the capital city of Iran. Cronbach Alpha (1951) has been calculated as 0.9, which well above the minimum desirable level.
About 56.3% of the participants were female and the remaining 43.7% were man. In addition, 57.0% of the participants were single and the remaining 43.0% were married. 17.3% of the participants were 20 years or younger, 62.1% of the participants aged between 21 to 30 years, 12.6% between 31 to 40, 5.6% were between 41 to 50 and only 2.3% were older than 50. Table 1 shows people's educational background, income and brand name they use. 
Results
In this section, we present details of the finding on the implementation of the proposed study. In our study, we have used LISREL software package to analyze the questions, which were gathered using Likert scale (Likert, 1932) . Table 2 shows details of our finding along with the questions.
The results of LISREL are GFI= 0.90, AGFI=0.91, NFI=0.89, NNFI=0.88, which are well above the desirable value. Fig. 1 and Fig. 2 show details of our findings. In Fig. 1 , pq represents perception quality, lo is fidelity, image represent the image of the mobile phone, wom represents word of mouth advertisement and finally be shows brand value, respectively. As we can observe the following relationships exists among all variables,
1. There is a positive and meaningful relationship between brand name and quality perception. Therefore, it seems that if a product is exclusive, high quality products will be considered. 2. There is a meaningful and positive relationship between brand name and word of mouth advertisement. Therefore, it seems that if a customer is interested in an exclusive product, he/she will choose based on positive words surrounding around. 3. There is a positive and meaningful relationship between fidelity and perception quality. In other words, customers will be faithful to high quality products. 4. There is a positive and meaningful relationship between brand image and word of mouth advertisement. In other words, the more customers hear from a brand name, the more they are interested in the name. 5. There is a positive and meaningful relationship between brand name image and the selection of a product. In other words, the more customers hear from a brand, the more customers choose that brand.
Conclusion
In this paper, we have presented an empirical study to determine important factors influencing customers' purchasing intend for cellular phones in capital city of Iran. The proposed study of this paper designed a questionnaire consists of 16 questions and distributed them among 428 people. The results of the study indicated that there are some positive relationships between exclusive name and quality perception, between exclusive name and word of mouth advertisement, between quality perception and fidelity, between word of mouth advertisement and brand name and between brand name image and brand name.
